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The changing shape of UK grocery
12 weeks to 22 April 2018 versus 12 weeks to 24 April 2016

3Source: Kantar Worldpanel, 2018

“Big four”
-170bp

Aldi & Lidl
+230bp



Growth of e-commerce in UK

Source: IMRG and Capgemini, 2018



Amazon set the pace through innovation

Source: Planet Retail RNG, 2017

“Most retailers don’t have the will or persistence to work on an initiative that takes 5 years to materialise –
it’s just not in their DNA”

- Brendan Witcher, Principal Analyst, Forrester, writing about Amazon Go, 2018



Amazon set the pace through acquisition

Source: Crunchbase, 2017
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The Changing Consumer

Source: Planet Retail RNG, 2017





Source: Ecommerce Foundation, 2017

The empowered consumer



The empowered consumer: CamelCamelCamel
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The empowered consumer: Flipper
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Immediacy

14



Sales growth v supply chain lead time, 2016 

15Source: Goldman Sachs, 2017



Immediacy: M&S Instagram shoppable posts





Source: Dixons Carphone, 2018

Seamless and frictionless



Seamless, Frictionless: Oasis, Burberry

Source: IBM, 2018



Seamless, Frictionless: Sainsburys Euston



Seamless, frictionless: Amazon Go



Seamless, frictionless cross-device shopping





Convenience and flexibility



Convenience and flexibility



ASOS visual search



Convenience, flexibility: multichannel

Source: Gartner L2, 2017

UK
US



Fulfilment erodes pure-play profitability

Source: Planet Retail RNG, 2018



Fulfilment: new delivery solutions
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Anticipatory shipping and manufacturing 

Source: Planet Retail RNG, 2017





Asset light lifestyles
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Asset light lifestyles: peak stuff and recommerce
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New Business Model: Dixons Carphone 
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Buy appliance Install and connect

Provide content, 
insure and maintain

Upgrade and 
replace





Recognition and personalisation
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Personalisation: Tesco & IFTTT
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New Business Model: Stitch Fix





Experiential environments



Remote access
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Experiential environments





Transparency & accountability: Everlane
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Pay what you want
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Combating price transparency: Pets at Home



Combating price transparency: Private Label 
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The economic squeeze on stores
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Source: Deloitte, 2015; McKinsey, 2014



Store closures to restore 2006 sales per ft2

50Source: Green Street Advisors, 2016



Sainsbury's Nine Elms 
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Convenience spreads beyond grocery
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Competing with Amazon et al

Style Heritage Local Ethics

Humanity Theatre Services Expertise
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The physical store, 2030?

Source: Planet Retail RNG, 2017
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Retailers have multiple responsibilities



The smartphone revolution: not everyone benefits…
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Local – and national – markets trickier to assess



Tesco’s “farm” private label range
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Time limited discounts
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Consumer-to-consumer commerce

“The softness of a Las Vegas carpet and the rich sheen of a velour jumpsuit, with fabric so synthetic it could 
probably be refined into bunker fuel for a ship” 

Alexis Madrigal, The Atlantic



Electronic shelf-edge labels
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Grocery industry concentration

Source: Consumers International, Planet Retail, Nielsen, 2017



E-commerce concentration

Source: Planet Retail RNG, 2017



Marketplaces

Source PlanetRetail RNG, 2018



Competitors collaborating
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Competitors collaborating



Mega-mergers
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Growth of buying alliances

69Source: Kantar Worldpanel, 2015; Planet Retail, 2016 



Amazon Prime membership, US

Source: GartnerL2, Piper Jaffray, 2018



The Amazon Effect

Source: Gartner L2, using Yahoo Finance data, 2017



The Amazon Effect

Source: Gartner L2, using Yahoo Finance data, 2017



Algorithmic consumers – the death of irrationality

73Source: Gartner L2, 2017; “Algorithmic Consumers”, Gal, M.S, and Elkin-Koren, N., University of Haifa, 2016
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